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Abstract 
Purpose – The objective of this research paper is to examine the intention of consumers towards the purchase of 
branded product in newly emerging markets like Pakistan.Design/Methodology/Approach – This is descriptive 
type of study based upon survey method and data were collected through self administered questionnaire. 
Sample size consists of 125 respondents, in which 52 males and 64 females participated from Bahawalpur region 
of Pakistan. Data were examined by using regression analysis and R square analysis.Findings – The results 
suggest that among all relevant factors perceived quality, brand awareness, brand image have strong effect on the 
consumers brand purchase intention, But brand association and information acquisition does not show any 
positive or significant relationship with the consumer brand purchase intention.Research 
Limitations/Implications – This research used sample size of 125 respondents moreover 9 respondents refused 
to respond, further study could conduct by using large sample size. This research determine the consumers brand 
purchase intention on low involvement products, further studies could determine the results by using high 
involvement products. Furthermore it results represent only consumers of Bahawalpur region and can be 
implemented in any emerging market throughout the globe.Originality/Value – Previous studies were 
conducted in various cultures of several countries. This study is more specifically focused the consumers brand 
purchase intention in under develop city of developing country like Pakistan. Many multinational companies 
could use this research to determine the consumers brand purchase intention in emerging markets. 
Keywords: Purchase intention, Perceived quality, Brand awareness, Brand image, Brand association, and 
Information. 
 
Introduction 
Today‘s people are significantly conscious and cognizant regarding purchase of product and services. Consumer 
purchase intention is presumed as a plan of purchasers to acquire product or service which can solve their 
ultimate problem. Now day’s consumer has a lot of choices to purchase product and services like superstores, 
restaurants, bookstores etc are working national and intercontinental level and increasing day by day, Companies 
are much concerning to determine consumer purchase intention to capture the considerable market share. 
Businesses use unique strategies to get the consumers intention and induce them to buy their products. Brands 
apply modified elements of marketing mix to bring exclusivity from their competitors to get the customers 
purchase plan. As competition became much intensive and abandoned growth of population swaying the brands 
to enter into new markets and induce the new customers (Steenkamp & Hofstede, 2002), the newest emerging 
markets (china, India Pakistan and other Asian countries) are inducing the appealing firms to ensure their 
existence and catch the intention of these particular markets (Dickson et al., 2004). Appealing firms into the 
emerging markets are mostly attracting the attention of young consumers who have knowledge about the brand 
and give importance to the branded products; they are much responsive to their offers, opinions and ideas. 
Furthermore globally prominent and developed markets are also penetrated and challenging, it is very important 
to determine exactly features of product which could match with the customer’s desire, it pushes marketers to 
focus on product attributes that are important and positively correlated with customer buying intention. 
Buying intention is noteworthy to identify the behavior of customers regarding purchase for the branded 
product and how appealing firms are attracting the consumer towards their products? Country of origin has 
noteworthy effect on the brand association and brand image, consumer can have the stereotypic observation 
toward the branded product and services signify its country of origin (Nagashima, 1970; Roth and Romeo, 1992; 
Bluemelhuber et al., 2007) in addition consumers purchase attention towards brand basis on the factors like 
product functionality, product information, moreover  most important its dealing with consumer’s personality, 
attitude, social status and brand attachment with the consumers. Goods utilization and disposition have a 
significant effect upon the product attainment. Brands use different terms, symbols, signs, promotional activities 
to represents their uniqueness and persuaded the consumers to purchase their products and service. 
The study discusses many concealed demographic factors which will fill the gap of previous studies. 
Furthermore this research paper will facilitate the foreign firms to better understand the consumer characteristics 
of Pakistan’s market and adopt the effective approaches for Pakistan’s susceptible market; however its main aim 
to find out the results that brands has to target quality and their brands emotional attributes for requiring the 
market of  Pakistan. Consumer purchase intention is the plan of consumer to buy product and services in the 
future. Brand awareness means customer recognize the brand but have limited knowledge which may affect the 
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consumer emotional attachment and his purchase intention. On the other hand brand association means the brand 
image, symbol that is deep placed in the customer’s mind. Brand image is an exclusive relationship of brand 
with the consumer’s mind and promises made by brand with consumer. Information is knowledge being 
conveyed to attract the consumers. Furthermore perceived quality is consumer’s perception regarding superiority 
and quality of a particular brand as compare to others. 
 
1. Consumer Purchase Intention 
Purchase intention is some sort of decision to buy a particular product like considering to purchase a brand Aids 
to scope the intentions of purchasing (Porter, 1974). A buyer’s viewpoint and evaluation and exterior elements 
build buyer’s purchase intention, and it's a major reason to anticipate buyer conduct (Fishbein and Ajzen, 1975). 
Consumer purchase intention has wider scope of assumption rather than consumer behaviors and favorable effect 
on person actions (Ajzen and Driver, 1992; Pierre et al., 2005; Schlosser et al., 2006). The brand utilization has a 
significance relationship with the purchase intention and it is supported by several studies (e.g. Dubois and 
Paternault, 1995; Yoo and Lee, 2009; Zeithaml, 1988).  
Consumer intention towards a branded product is majorly depended upon the brand attributes and 
consumer oneself attributes (Porter, 1974) A brand should be associated with the consumer personality which 
leads to consumer preference, frequent usage, positive feeling confidence, relieve into the mind of the customer 
(Biel, 1993). Brand differentiation influence the consumers purchase decision making processes and increase the 
buyer’s intention is called brand image (Aaker, 1997). Consumer’s attention towards a brand can be defined 
subjectively and objectively. objective form indicates the brands ,market share, promotional cost, strength of 
distribution system (Reddy et al., 1994) and subjective form represents the brand image, brand association, brand 
awareness, brand preference (Aaker and Keller, 1990; Smith and Park, 1992). Perceived quality is an important 
dimension of brand equity (Aaker, 1991). Perceived quality is not the actual quality of the product but the 
consumer’s subjective evaluation of the product (Zeithaml, 1988, p. 3). Brand awareness is main component of 
brand image and brand image has significantly effect on the purchase intention (Aaker and Keller, 1990 Smith 
and Park, 1992). Brand awareness refers to the strength of a brand’s presence in consumers’ minds and it is an 
important component of brand equity (Aaker, 1991; Keller, 1993). Aaker mentioned several levels of brand 
awareness, ranging from mere brand recognition to brand dominance, which refers to the condition where the 
brand involvement is only brand recalled by a consumer. Aaker (1991) suggested that brand associations could 
provide value to the consumer by providing a reason for consumers to buy the brand and by creating positive 
attitudes/feelings among consumers. Information acquisition of any product can be stated into two types (a) 
product usage experience (b) product availability for evaluation both of these factors are helpful to prefer the 
well-known product (Smith and Park, 1992). 
 
2. Brand Image 
Brand is one of the main component of marketing which could be defined as the name of the brand or it could be 
any image, symbol, term used for brand, or mixture of all these important components. Unique perception of 
customers about the brand is called brand image. Brand image could also be defined as the linkage of customers 
mind or memory with the product (Malik & Naeem, 2012). Brand image is defined as the perceptions about the 
brand in customers mind associated with the brand by the Keller in 1993. While Aaker defined brand image as 
the association in the customers mind about any brand aspect in 1996. Basically brand image is the customer’s 
perceptions about the attributes of the product in his memory. It could be knowledge, association, or any image 
in the memory of the customer. It can also be described as the image customers relate to the product in real life. 
If customers have strong brand awareness then they will also have strong relation with the brand image, these 
associations could be based on the physical or non-physical attributes. Hsieh and Li in 2008 said that brand 
image have strong relationships with the influence on competitors product selection that’s why it is strongly 
related to customers purchase intention (Lee, lee, & Wo, 2011). If any brand got success in the creation of 
positive image in the mind of the customers as it can identify the want of customers in competition with other 
brands, then apparently brand has increased the probability of customers purchase intention. Brand image could 
also be said as the selected attribution of a product of any brand or a brand from the flood of total attributes of 
the product or brand which customer resumes in its mind and later on it creates a distinct image of that brand in 
its mind. Measurement of brand image is done on the basis of many attributes like brand values, brand benefits, 
price, packaging, style, color etc. (Sondho, Omar, & Wahid, January 2007). 
If Brand image is positive then it can make a positive impact on the purchase intention of customers. 
Brand image have a direct and significant relationship with the purchase intention (Dewanti, Ismail, & 
Tasrehanto). Consumers purchase intention is affected by the image of the brand as the increment in the brand 
image will increase the likelihood of the purchase intention. If consumers have greater perceived value of brand 
then customers will prefer the product on other products with having greater purchase intention for the product 
(Lin & Lin, August 2007). Brand image is one of the very important aspects of the customers purchase intention. 
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It forces customers to make positive and good image of a product in minds of customers against other 
competitive brands. It makes possible for the customers to decide which product to give preference and to be 
purchased. If the product have good brand image it will create the positive and long term relationship with the 
customers and thus will increase the loyalty also in shape of more purchases in the future. It is very common to 
make good brand image which will create the long term relationship between customers and brand. Different 
basic factors could be there in the brand image likewise brand personality, product attributes and products 
benefits. If the brand image is higher purchase intention will also tend to be higher. Brand image is influenced by 
the advertisement and this will create the actual image of the product in the minds of the customers, brand image 
have moderate and significant relationship with the purchase intention. Moderate relationship is because of the 
promotion and advertising factor of the brand (Tariq, Nawaz, Nawaz, & Butt, 2013). 
H1: Brand image has significant and positive relationship with the customer purchase intention. 
 
3. Perceived Quality 
Perceived quality is a general assessment of the consumer, different from objective quality, it has been 
recognized as a component of brand value (Zenithal, 1988), and as a variable that drives consumers to choose 
one brand over other competing brands (Levy & Guterman, 2012). Perceived quality is an intangible, overall 
feeling about a brand. However it usually will be based on underlying dimensions which include characteristics 
of the products such as reliability and performance. According to Asker (1991, p. 85-86) perceived quality can 
be defined as the overall perception of customers about brilliance and quality of products or services as compare 
with the rivalry offering. Zenithal (1988) and Cerenkov and Dungun (2010) state that quality of product is 
different from perceived quality because perceived quality is the buyer’s subjective appraisal of the product it is 
basically thought of buyer about a particular brand. Perceived quality can also defined as the customer's 
perception of the overall quality or superiority of a product or service with respect to its intended purpose. 
Perceived quality is first as perception of customers. It thus differs from several related concepts, such as:  
a) Actual or objective quality: the extent to which the product or service delivers superior service  
b) Product-based quality: the nature and quantity of ingredients, features, or services included  
c) Manufacturing quality: conformance to specification, the "zero defects" goal. 
Previous research indicates significant perceived quality differences between store brands and national 
brands (Cunningham al., 1982; Richardson et al., 1994). National brands are perceived as higher-quality 
products; the greater  the perceived difference in quality between national brands and store brands, the higher the 
buying preference of national brands (Hoch and Banerji, 1993; Batra and Sinha, 2000), and some retailers really 
make an effort to emphasize the quality of their store brands. These retailers develop premium and high quality 
store brands intend to compete with leading manufacturer brands on the basis of quality and image, and even 
attempt to advertise their store brands in the media (Verhoefet al., 2002). Perceived quality cannot essentially be 
objectively determined, infect it is a perception and judgments of consumer about brand. If consumers’ 
perception about a brand’s quality is positive then they will purchase and also create positive words of mouth. 
Perceived quality can be affected through strong advertisement, positive words of mouth and brand image. 
Perceived quality also influenced by concerns such as past experience, education picked out jeopardy and 
provisional variables such as purchase cause pay for state, occasion force, and community settings of customers 
(Holbrook & Corfman, 1985). Brand image can modify the relationship of perceived quality with purchase 
intention. According to Hsieh and Li (2008), strong brand image does create superior brand messages of a 
particular brand over the rivalry brand. Consequently, customer’s behavior will be affected and determined by 
brand image (Burmann et al., 2008). 
Advertising is a strategy used by managers to design positive brand perception about their products 
through extrinsic cues that signal quality (Milgrom and Roberts, 1986). Extrinsic cues are product-related 
attributes, such as brand name, packaging, advertising and price, which are not actual parts of the physical 
product (Zenithal, 1988; Richardsonet al., 1994; Richardsonet al., 1996). Perceived quality cannot necessarily be 
fairly determined because perceived quality in itself is a summary construct (Aaker, 1991, p. 85-86). Zeithaml 
(1988) asserts that perceived quality can act as a key influencing factor in determining consumer’s choices. 
H2: Brand perceived quality has significant and positive relationship with customer purchase intention.  
 
4. Brand Awareness 
Brand awareness means consumer has some knowledge about the survival and accessibility of a company's 
product or service. To promote a product or brand companies pay attention on brand awareness. There are slight 
feature which distinguish merchandise from its competitors hence brand awareness has great importance for 
companies. Primary part of brand awareness is creation of business name, logo and taglines. Coca cola and Pepsi 
give importance to their brand awareness in term of their images and names. Higher brand awareness is 
associated with higher consumers purchase decision. Companies are needed to form their brand image after 
identifying the target market; broad and deep brand awareness leads strong, favorable and unique brand 
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association of consumer. Proper brand awareness create brand image into customer mind. Brand image is 
perception of brand as return by brand association held in customer mind. Brand images should absolutely 
represent trade and it should fit into target market. When companies create awareness through hiring specific 
personality for specific product in advertisement it effects on consumers purchase intention (Aaker, 1997).it is 
promotional tool to create an image about product and appealing attitude specially for targeted audience (Bilkey 
and Nes, 1982; Johansson et al., 1985; Saeed, 1994.Han (1989).COO image is also make brand image. It is all 
about like home country of product like Germany and perception about its car will be very positive etc.  
H6: Brand awareness has significant and positive relationship with the brand image. 
Main marketing goal is to build and maintain brand awareness, advertisement repetition is used to remain the 
brand in consumers consideration set; when consumer is going to purchase, he gives serious attention to set of 
brands which are in his mind. Brand awareness has important relationship with consumer buying intention 
especially such brand which entered into consumer’s consideration set and selected from the consideration set. If 
consumer has slightly knowledge about a product then consumer can evaluate a product before its purchase. 
Consumer awareness of a brand has a great impact on purchase intention. Brand awareness can change the 
perception of brand which already exists in consumer mind. According to Follows and Jobber (2000) consumer 
can purchase definite product as he want with definite awareness. 
H3: Brand awareness has significant and positive relationship with customer purchase intention. 
 
5. Brand Association 
A brand association is “anything linked in memory to a brand” (Aaker, 1991, p. 109). Brand association may 
reproduce the distinctiveness of the brand. Brand associations could give value to the consumers by providing 
reasons for consumers to choose and buy the brand, and by making optimistic feelings and attitudes among 
consumers (Aaker, 1991). Brand association is defined by Keller (1998) as informational nodes related to the 
brand node in memory that holds the meaning of the brand for consumers. Keller (1993, 1998) sorted brand 
associations into three major categories such as, attitudes, benefits and attributes. Attributes are those descriptive 
features that differentiate a brand, such as what a consumer thinks about the specific brand and what is 
concerned with its brand purchase and consumption? The personal value that’s why consumers attach to the 
brand attributes are benefits, such as what consumer thinks the brand be able to do for them. The overall 
evaluation of the band is the consumers brand attitude (Chattopadhyay and Alba, 1988) the associations linked to 
the brand functions represent a larger level of concept than those referring to the attributes and these are more 
reachable and stay longer in the consumer's memory. Another specific feature of functions is that these functions 
have a positive nature such as the brand value is greater than higher the level of concept or abstraction. 
According to Aaker (1991) brand associations are the category of a brand's assets and liabilities that 
contain ``linked'' into memory of consumers. Brand associations are very important for customers and for 
marketers. Marketers use brand associations to differentiate, position, to expand brands, to produce positive 
attitudes and feelings of customers toward brands, and also to suggest benefits of purchasing a brand and using a 
specific brand. On other hand Consumers use brand associations to assist process, organize process and regain 
related information according to brand in their memory and use this information in making purchase decisions 
(Aaker, 1991, pp.109-13). At the same time as several researches are conducted to explore specific elements of 
brand associations (Gardner and Levy, 1955; Aaker, 1991; 1996a; 1996b; Aaker and Jacobson, 1994; Aaker, 
1997;Keller, 1993), but the same time no research has been conducted that united these elements in the similar 
study in organize to measure how these elements are interconnected. Many Scales have been developed to 
measure the brand associations. For example, Park and Srinivasan (1994) developed objects to estimate and 
measure the one dimension of tooth paste brand associations that included the brand's ability to come to blows 
plaque, put a stop to cavities and freshen breath. In past many specialized scales were developed for multiple 
purposes and for long time these scales were used in some functional or applied settings. Another significant 
problem that has not been empirically examined in the past literature is whether brand associations present multi-
dimensional construct or a one-dimensional construct. Brand association is very important to marketers because 
once it create association between consumer and brand it gives long run benefit to the company. 
H4: Brand association has significant and positive relationship with the customer purchase intention. 
 
6. Information Acquisition 
Most consumers search for product information before making their purchasing decisions. Consumer examines 
the product, touch it, ask for information from other consumers, and maybe read about it. Consumers move 
towards information acquisition and update their beliefs on how much they would enjoy the product. At a certain 
point, consumers decide not to search any more, and make purchase decision of product. As the Internet has 
made information gathering seemingly easier than ever, consumers still end up making purchase decisions 
without full information because there are still search and processing costs (see, e.g., Chen and Sudhir 2004). 
Consumers with extensive knowledge should prefer to process message information in a manner that 
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they perceive facilitates their progress toward a goal. This prediction is consistent with the observation that 
compared with those with limited knowledge, Consumers with extensive prior knowledge exhibit a greater 
tendency to make quick decisions (Thunholm2005) and display greater selectivity in the information they 
consider as a basis for decisions (Bettman and Park1980; Brucks 1985; Schraagen and Leijenhorst 2001), to the 
point that they sometimes over look useful information (Radecki and Jaccard 1995) or prematurely stop learning 
new information (WoodandLynch2002). 
In contrast, consumers with limited prior knowledge are likely to prefer an assessment mode, which 
enables consumers to adopt processing strategies that facilitate their careful and complete consideration of 
information to compensate for their lack of prior knowledge and acquire information. Consistent with this 
reasoning, consumers with limited knowledge make more comparisons among alternatives than more 
knowledgeable consumers (MitchellandDacin1996). They also exhibit a greater tendency to engage in data-
driven processing, which facilitates their acquisition and consideration of all pieces of information (Chi, Glaser, 
and Rees 1982), including information peripheral to the decision (Alba and Hutchinson 1987; Thunholm 2005). 
These findings suggest that an assessment processing mode, which is characterized by detailed comparisons 
among alternatives, should fit with the processing proclivities of consumers with limited prior knowledge. 
H5: Information Acquisition has significant and positive relationship with customer purchase intention 
 
7. Research Model 
 
 
Table No.1 Calculation of Beta and Significance Level 
Hypothesis Variable Beta Sig. Status 
H1 Brand Image .175 .041 Accepted 
H2 Perceived Quality .352 .000 Accepted 
H3 Brand Awareness .191 .039 Accepted  
H4 Brand Association .123 .145 Rejected 
H5 Information Acquisition .073 .427 Rejected 
 
8. Discussion and Analysis 
Results have shown that 52 males and 64 females have contributed in the research by providing their opinions 
about their future purchase intention towards a brand. H1 is accepted by sig: 0.041 and beta 0.175, concluding 
that brand image have positive impact on consumer purchase intention. H2 is also accepted by sig: 0.000 and 
beta 0.352. It concludes that perceived quality have positive association with the purchase intention of people. 
H3 is also accepted by sig: 0.039 and beta is 0.191, concluding that brand awareness have positive impact on 
purchase intention. H4 is rejected as the sig is 0.145 and beta is 0.123 which concludes that brand association 
does not have any impact on the consumer purchase intention. H5 is also rejected by the sig: 0.427 and beta 
0.175 concluding that information acquisition do not have any effect on the purchase intention of consumer. H6 
is accepted with sig 0.000 and beta 0.361 concluding that brand awareness has positive impact on the brand 
image. Over all adjusted R square of the variables is 0.408 with alpha -1.636.Brand image has significant and 
positive relationship with the consumer purchase intention of any brand. Brand perceived quality is likely to 
exert a positive influence on purchase intention of consumer. Brand awareness has positive impact on the 
purchase intention of consumer. Brand association does not have significant direct effect on purchase intention 
of consumer. Information acquisition does not have positive impact on the consumer purchase intention. Brand 
awareness has positive impact on brand image. Over all Brand image is affected by brand awareness while brand 
image and brand awareness have significant and positive relationship with the customer purchase intention. 
Perceived quality has also significant and positive relationship with the customer purchase intention. But brand 
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association and information acquisition do not show any positive or significant relationship with the customer 
purchase intention. 
 
9. Conclusion 
The purpose of this research paper is to determine the contribution of several important factors into the consumer 
purchases intention. It inspected the effect of mediating and moderating factors on the independent variable. This 
study discloses the consumers purchase intention of under developed cities of Pakistan like Bahawalpur. The 
collected data is consist of generalize results and implacable for organizations working within Pakistan. The 
suggested results are most relevant and enough supported with the literature review with slight exception, Model 
is noticeably representing the relationships of variables. From above suggested results it is concluded that 
perceived quality is people perceptional and comparable brand supremacy have significant relationship with the 
consumer purchase intention. Furthermore brand awareness means minimum amount of knowledge into the 
consumer’s mind is extensively effect towards the consumer purchase decision. Brand image is consumers desire 
to look distinguish from others is greatly deal with his purchase intention, brand association is consumers loyalty 
and information about brand has not any essential impact on the consumer purchase intention. Organization 
should focus on the factors like perceived quality, brand image, brand awareness have significant connection 
with the consumers brand purchase plan, organizations have to increase promotion activities and brand 
advertisements to improve the consumers deliberate and incidental learning. Intensive investment on 
advertisement can enhance the consumers’ prior knowledge, unique or affirmative mental approach towards 
brand and as well as improve the revenue and profitability of any company. 
 
References 
Aaker, D. (1991), Managing Brand Equity: Capitalizing on the Value of a Brand Name, the Free Press, and New 
York, NY. 
Aaker, D.A. (1990), ‘‘Brand extension: the good, the bad, and the ugly’’, Sloan Management. 
Aaker, D.A. (1991), Managing Brand Equity, the Free Press, New York, NY 
Aaker, J.L. (1997), “Dimensions of brand personality”, Journal of Marketing Research, Vol. 34 No. 3, pp. 347-
56. 
Ajzen, I. and Driver, B.L. (1992), “Application of the theory of planned behavior to leisure choice”, Journal of 
Leisure Research, Vol. 24, pp. 207-24. 
Alba, Joseph W. and J. Wesley Hutchinson (1987), “Dimensions of Expertise, “Journal of Consumer Research, 
13 (March), 411–54. And (2000), “Knowledge Calibration, “Journal of Consumer Research, 27 
(September), 123–56. 
Batra, R. and Sinha, I. (2000), “Consumer-level factors moderating the success of private label brands”, Journal 
of Retailing, Vol. 76 No. 2, pp. 175-91. 
Bettman, James R. and C. Whan Park (1980), “Effects of Prior Knowledge and Experience and Phase of the 
Choice Process on Consumer Decision Processes: A Protocol Analysis, “Journal of Consumer 
Research, 7 (December), 234–48. 
Biel, A. (1993), “Converting image into equity”, in Aaker, D.A. and Biel, A. (Eds), Brand Equity and 
Advertising, Lawrence Erlbaum Associates, Hillsdale, NJ. 
Bilkey, W.J. and Eric, N. (1982), “Country-of-origin effects on product evaluations”, Journal of International 
Business Studies, Vol. 13, Spring/Summer, pp. 89-99. 
Bluemelhuber, C., Carter, L.L. and Lambe, C.J. (2007), “Extending the view of brand alliance effects”, 
International Marketing Review, Vol. 24 No. 4, pp. 427-43. 
Boulding W, Karla A, Staelin R, & Zeithaml VA (1993). A dynamic process model of service quality: From 
expectations to behavioral intentions. Journal of Marketing Research, 30 (February) 7-27. 
Brand Management. (n.d.). Retrieved December 04, 2013, from 
www.studymarketing.org:http://www.studymarketing.org/articles/Brand_Management/What_is_Percei
ved_Quality?.html 
Brand awareness effects on consumer decision making for a common, repeat purchase product. (April 2000). 
Elsevier, 5 to 15. 
Brucks, Merrie (1985), “The Effects of Product Class Knowledge on Information Search Behavior,” Journal of 
Consumer Research, 12 (June), 1–16. 
Carman JM (1990). Consumer perceptions of service quality: An assessment of the SERVQUAL dimensions. 
Journal of Retailing, 66(l), 33-55. 
Chattopadhyay, A. and Alba, J.W. (1988), ``the situational importance of recall and inference in consumer 
decision making'', Journal of Consumer Research, June, Vol. 15, pp.1-12. 
Chaudhuri, A. (1999), “Does brand loyalty mediate brand equity outcomes?” Journal of Marketing Theory and 
Practice, Vol. 7 No. 2, pp. 136-46. 
Journal of Marketing and Consumer Research                                                                                                                                  www.iiste.org 
ISSN 2422-8451 An International Peer-reviewed Journal 
Vol.15, 2015 
 
119 
Chen, Y., and K. Sudhir (2004), \When Shopbots Meet Emails: Implications for Price Competition on the 
internet," Quantitative Marketing and Economics, 2, 233-255. 
Chi, Michelene T.H., Robert Glaser, and Ernest Rees (1982), “Expertise in Problem Solving, “in Advances in the 
Psychology of Human Intelligence, Vol. 1, Robert J. Sternberg, ed. Hillsdale, NJ: Lawrence Erlbaum 
Associates, 11–76. 
Cronin JJ & Taylor SA (1992). Measuring service quality: a reexamination and extension. Journal of Marketing, 
56, 55-58. 
Cunningham, I.C.M., Hardy, A.P. and Imperia, G. (1982), “Generic brands versus national brands and store 
brands”, Journal of Advertising Research, Vol. 22 No. 5, pp. 25-32. 
Dewanti, R., Ismail, I., & Tasrehanto, M. J. (n.d.). Analysis of influence brand image and brand trust towards 
purchase decision. Ubaya International Annual Symposium on Management. 
Dubois, B. and Paternault, C. (1995), “Observations – understanding the world of international luxury brands: 
the dream formula”, Journal of Advertising Research, Vol. 35 No. 4, pp. 69-76. 
Erenkol, A. D., & Duygun, A. (2010). Customers perceived brand equity and a research on the customers of 
Bellona which is a Turkish furniture brand. The Journal of American Academy of Business, 16(1). 
Fishbein, M., & Ajzen, I. (1975). Belief, attitude, intention and behavior: An introduction to theory and research. 
Reading, MA: Addison-Wesley. 
Follows, S.B. and D. Jobber, 2000. Environmentally responsible purchase behavior: A test of a consumer model. 
Euro. J. Mark., 34(5-6): 723-746. 
Han, C.M. (1989), “Country image: halo or summary construct?” Journal of Marketing Research,Vol. 26, May, 
pp. 222-9. 
Hoch, S.J. and Banerji, S. (1993), “When do private labels succeed?” Sloan Management Review, Vol. 34 No. 4, 
pp. 57-67. 
Holbrook MB & Corfman KP (1985). Quality and value in the consumption experience: Phaedrus rides again, in 
Jacoby J & Olson JC (Eds) Perceived Quality: How Consumers View Stores and Merchandise, 
Lexington Books, Lexington MA, 31-57. 
Johansson, J.K., Douglas, S.P. and Nonaka, I. (1985), “Assessing the impact of country-of-origin on product 
evaluations: a new methodological perspective”, Journal of Marketing Research, Vol. 22, November, 
pp. 388-96. 
Keller, K.L. (1993), ``Conceptualizing, measuring, and managing customer-based brand Equity'', Journal of 
Marketing, Vol.57, pp.1-22. 
Keller, K.L. (1998), Strategic Brand Management. Building, Measuring and Managing Brand Equity, Prentice 
Hall, Eng wood Cliffs, NJ. Keller, K.L. (1993), ``Conceptualizing, measuring, and managing 
customer-based brand Equity'', Journal of Marketing, Vol.57, pp.1-22. 
Keller, K.L. (1998), Strategic Brand Management. Building, Measuring and Managing Brand Equity, Prentice 
Hall, Eng wood Cliffs, NJ. 
Keller, K.L. and Lehmann, D.R. (2003), “How do brands create value?” Marketing Management, May/June, pp. 
27-31. 
Kirmani, A. (1990), “The effect of perceived advertising costs on brand perceptions”, Journal of Consumer 
Research, Vol. 17 No. 2, pp. 160-71. 
Lee, H.-M., lee, C.-C., & Wo, C.-C. (2011). Brand Image and its Strategic Affects Brand Equity. European 
Journal of Marketing. 
Levy, S., & Guterman, H. G. (2012). Does advertising matter to store brand purchase intention? A conceptual 
framework. Journal of Product & Brand Management . 
Lin, N.-H., & Lin, B. S. (August 2007). The Effect of Brand Image and Product Knowledge on Purchase 
Intention. Journal of International Management Sciences. 
Lindquist, J.D. and Sirgy, J.M. (2003), Shopper, Buyer and Consumer Behavior: Theory and Marketing 
Applications, 2nd ed., Biztantra, New Delhi (an imprint of Dream tech Press). 
Low, G.S. and Lamb, C.W. Jr (2000), “The measurement and dimensionality of brand associations”, Journal of 
Product & Brand Management, Vol. 9 No. 6, pp. 350-68. 
Malik, P. D., & Naeem, B. (2012). Aaker's Brand Personality Framework. Journal of Basic and Applied Sciences 
Research. 
Milgrom, P. and Roberts, J. (1986), “Price and advertising signals of product quality”, Journal of Political 
Economy, Vol. 94 No. 4, pp. 796-821. 
Mitchell, Andrew A. and Peter A. Dacin (1996), “The Assessment of Alternative Measures of Consumer 
Expertise, “Journal of Consumer Research, 23 (December), 219–39. 
Monroe KB & Krishman R (1985).The effects of price on subjective product evaluations, in Perceived Quality. 
Jacoby and J. Olson (Eds). Lexington: Lexington Books, 209-232. 
Nagashima, A. (1970), “A comparison of Japanese and US attitudes toward foreign products”, Journal of 
Journal of Marketing and Consumer Research                                                                                                                                  www.iiste.org 
ISSN 2422-8451 An International Peer-reviewed Journal 
Vol.15, 2015 
 
120 
Marketing, Vol. 34, January, pp. 68-74. 
Parasuraman, A., Zeithaml V & Berry L (1996). The behavioral consequences of service quality. Journal of 
Marketing, 60, 31-46. 
Park, C.S. and Srinivasan, V. (1994), ``A survey-based method for measuring and understanding Brand equity 
and its extendibility'', journal of Marketing Research, Vol. 31, May, pp.271-88  
Pierre, C., Morwitz, V.G. and Reinartz, W.J. (2005), “Do intentions really predict behavior? Self-generated 
validity effects in survey research”, Journal of Marketing, Vol. 69 No. 2, pp. 1-14. 
Pike, S., Bianchi, C., Kerr, G. and Patti, C. (2010), “Consumer-based brand equity for Australia as a long-haul 
tourism destination in an emerging market”, International Marketing Review, Vol. 27 No. 4, pp. 434-
49. 
Porter, M.E., 1974. Consumer behavior, retailer power and market performance in consumer goods industries. 
Rev. Econ. Stat., 56(4): 419-436. 
Radecki, Carmen M. and James Jaccard (1995), “Perceptions of Knowledge, Actual Knowledge, and 
Information Search Behavior, “Journal of Experimental Social Psychology, 31(March), 107–138. 
Reddy, S.K., Holak, S.L. and Bhat, S. (1994), ‘‘to extend or not to extend: success determinants of line 
extensions’’, Journal of Marketing Research, Vol. 31 No. 2, pp. 243-62. Review, Vol. 31 No. 4, pp. 
47-56. 
Richardson, P.S., Jain, A.K. and Dick, A.S. (1996), “Household store brand proneness: a framework”, Journal of 
Retailing, Vol. 72 No. 2, pp. 159-85. 
Roest H & Pieters R (1997). The nomological net of perceived service quality. International Journal of Service 
Industry Management, 8(4), 336-351. 
Roth, M.S. and Romeo, J.B. (1992), “Matching product category and country image perceptions: a framework 
for managing country-of-origin effects”, Journal of International Business Studies, Vol. 23 No. 3, pp. 
477-97. 
Rust RT & Oliver RL (1994). Service quality: insights and managerial implications from the frontier in Service 
Quality: New Directions in Theory and Practice, Rust R & Oliver R (Eds), Thousand Oaks, CA, SAGE 
Publications, 1-19. 
Saeed, S. (1994), “Consumer evaluation of products in a global market”, Journal of International Business 
Studies, Vol. 25 No. 3, pp. 579-604. 
Schlosser, A.E., White, T.B. and Lloyd, S.M. (2006), “Converting web site visitors into buyers: how web site 
investment increases consumer trusting beliefs and online purchase intentions”, Journal of Marketing, 
Vol. 70, pp. 133-48. 
Schraagen, Jan Maarten and Henk Leijenhorst (2001), “Searching for Evidence: Knowledge and Search 
Strategies Used by Forensic Scientists, “in Linking Expertise and Naturalistic Decision Making, 
Eduardo Salas and Gary Klein, eds. Mahwah, NJ: Lawrence Erlbaum Associates, 263–74. 
Schroff, K. (2003), “Why pharma branding doesn’t work”, Pharmaceutical Executive, Vol. 23 No. 10, pp. 50-8. 
Smith, D.C. and Park, C.W. (1992), ‘‘the effects of brand extensions on market share and advertising 
efficiency’’, Journal of Marketing Research, Vol. 29, pp. 296-313. 
Sondho, S. L., Omar, M. W., & Wahid, N. A. (January 2007). THE EFFECT OF BRAND IMAGE ON 
OVERALL SATISFACTION AND LOYALTY IN THE CONTEXT OF COLOR COSMTEC . Asian 
Acedmy of Manegement Journal. 
Sweeny JC, Soutar GN & Johnson LW (1999). The role of perceived risk in the quality-value relationship: A 
study in a retail environment. Journal of Retailing, 75(1), 77-105. 
Tariq, M. I., Nawaz, M. R., Nawaz, M. M., & Butt, H. A. (2013). Customers Perceptions about Branding and 
Purchase Intention. Journal of basic and Applied Sceintific Research. 
Thunholm, Peter (2005), “Planning Under Time Pressure: An Attempt Toward a Prescriptive Model of Military 
Tactical Decision Making, “in How Experts Make Decisions, Henry Montgomery, Raanan Lipshitz, 
and Berndt Brehmer, eds. Hillsdale, NJ: Lawrence Erlbaum Associates, 43–56. 
Tsiotsou R (2006). The role of perceived product quality and overall satisfaction on purchase intentions. 
International Journal of Consumer Studies, 30(2), 207-217. 
vantamay, s. (n.d.). Understanding of Perceived Product Quality: Reviews and Recommendations. 
Wood, Stacy L. and John G. Lynch Jr. (2002), “Prior Knowledge and Complacency in New Product Learning, 
“Journal of Consumer Research, 29 (December), 416–26. 
Yoo, B. and Lee, S-H. (2009), “Buy genuine luxury fashion products or counterfeits?” Advances in Consumer 
Research, Vol. 36, pp. 280-6. 
Zeithaml, V.A. (1988), “Consumer perceptions of price, quality, and value: a means-end model and synthesis of 
evidence”, Journal of Marketing, Vol. 52 No. 3, pp. 2-22. 
 
The IISTE is a pioneer in the Open-Access hosting service and academic event management.  
The aim of the firm is Accelerating Global Knowledge Sharing. 
 
More information about the firm can be found on the homepage:  
http://www.iiste.org 
 
CALL FOR JOURNAL PAPERS 
There are more than 30 peer-reviewed academic journals hosted under the hosting platform.   
Prospective authors of journals can find the submission instruction on the following 
page: http://www.iiste.org/journals/  All the journals articles are available online to the 
readers all over the world without financial, legal, or technical barriers other than those 
inseparable from gaining access to the internet itself.  Paper version of the journals is also 
available upon request of readers and authors.  
 
MORE RESOURCES 
Book publication information: http://www.iiste.org/book/ 
Academic conference: http://www.iiste.org/conference/upcoming-conferences-call-for-paper/  
 
IISTE Knowledge Sharing Partners 
EBSCO, Index Copernicus, Ulrich's Periodicals Directory, JournalTOCS, PKP Open 
Archives Harvester, Bielefeld Academic Search Engine, Elektronische Zeitschriftenbibliothek 
EZB, Open J-Gate, OCLC WorldCat, Universe Digtial Library , NewJour, Google Scholar 
 
 
